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Introduction
 The purpose of marketing Air Force tech-
nology transfer successes or transfer opportunities is 
to identify and link with potential partners, which 
includes industry, academia and other government 
organizations. It is the responsibility of the technol-
ogy owner and the local technology transfer focal 
point to market the technology.

Overview
 Marketing of research and development 
programs is a major endeavor for Air Force organiza-

tions that is neces-
sary for economic 
well being because 
it helps ensure a 
stronger nation due 
to the benefits that 
technology transfer 
produces. 
Marketing helps 

build and sustain relationships and partnerships 
with other services, industry, public sector agencies, 
academia, and other federal agencies. Activities 
include publicizing the technology through advertise-
ments, technical articles, brochures, program tri-folds, 
announcements, the internet, direct mailings, exhibits 
at conferences and trade shows, and direct contacts 
with potential partners.
 The marketing focus concentrates efforts on 
specific target groups of potential outside partners. 
It usually takes a specific technology or family of 
technologies and advertises them directly to those 
non-Air Force entities who have a high potential for 
interest, need, or use of the technology.

In-House AFRL HQ Marketing Team
 The AFRL Corporate Communications 

Branch (AFRL/XPTC) is responsible for publicizing 
the success of AFRL corporate science and tech-
nology programs such as Dual Use Science and 
Technology (DUS&T), Independent Research and 
Development (IR&D), Small Business Innovation 
Research (SBIR) and Technology Transfer.  AFRL 
Technology Horizons magazine (Figure G1) is a tool for 
sharing AFRL technology research with the labora-
tory’s technical peers in government, industry and 
academia.  Since the distribution exceeds 120,000, 
Horizons offers the strongest potential to reach the 
widest audience.  Transfer focal points are strongly 
encouraged to submit technical articles for publica-
tion.  The focus for this magazine is on marketable 
technologies and research conducted within the AFRL 
Technology Directorates and the Air Force Office of 
Scientific Research (AFOSR).  The magazine’s market-
ing theme is to increase overall public awareness of 
AFRL technology by targeting wide technical audi-
ences, including industry, academia and other gov-
ernment agencies as potential partners.  To view an 
electronic version of AFRL Technology Horizons 
click on http://www.afrlhorizons.com.  Other market-
ing tools used by AFRL/XPTC include brochures, 
videos, exhibits, program fact sheets and posters, 
Success Stories (Atch G1, G2), and the Monthly 
Accomplishment Report which actively tells the Air 
Force Science and Technology story in near real-time 
through the collec-
tion and distribution 
of technical accom-
plishments.  Current 
and archived 
Monthly Accom-
plishment Reports 
can be accessed at  
http://www.afrl.af.mil/accomprpt/index.htm.  
All these marketing tools provide an opportunity 
to advertise successful transfer or technologies 
available for transfer.  Each technology directorate and 
AFOSR have focal points who work directly 
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with the XPTC Corporate Communications Branch.  
Scientists and engineers who 
wish to market their research 
or technologies for transfer may 
contact XPTC for identification 
of potential marketing tools 
and/or to be connected with 

their directorate’s marketing focal point.
 The Air Force Technology Transfer 
Management Team (XPTT) within the Technology 
Transfer and Corporate Communications Division 
(AFRL/XPT) assists Air Force transfer focal points 
by coordinating and integrating marketing efforts at 
the higher headquarters level. The team recently 
developed a tri-fold detailing the technology transfer 
process (Figure G2) which can be electronically 
accessed at http://www.afrl.af.mil/techtran/techtran-
trifold.pdf.  Other marketing tools, such as reports, 
articles, photos, models, and videos are available 
through local technology transfer focal points.  
 
Electronic Marketing 
 A major marketing tool for the Air Force 
Technology Transfer Management Team is the 
internet.  From this site, http://www.afrl.af.mil/
techtran/index.htm, information ranging from 
Department of Defense and Air Force Directives 
and Instructions 
(Section B) updates to 
Contact Data for Orga-
nizational Focal Points 
(Section P) can be 
found.  This handbook 
and the tri-fold are also 
listed at this site as easy electronic reference tools.  
Updates between publications can be loaded in a 
matter of minutes (upon completion of the normal 
clearance requirements for posting any Air Force 
material on the internet). 

Success Stories
 A major contributor to any good marketing 
strategy is the success story.  The success story pro-
vides the Air Force organization an opportunity to 

showcase its 
technologies.  Included 
in the success story are 
the technology transfer 
mechanism used, the 
number assigned, the 
partners involved, and a 
brief description detailing benefits for the 
Air Force and the partner.  This is also an opportunity 
to mention professional awards received by the sci-
entist, engineer, or team involved in the successful 
transfer of technology. 

CRADA Fact Sheets  
 When a CRADA is signed and executed 
and also when it is terminated or completed, the 
technology transfer focal point submits a Fact 
Sheet cleared by the Public Affairs office to 
AFRL/XPTT.  The examples in Attachments G3 
and G4 are provided by the AFRL Materials and 
Manufacturing (AFRL/ML) and the AFRL Munitions 
(AFRL/MN) Directorates.

Public Affairs
 The Air Force Research 
Laboratory Public Affairs office is 
responsible for external and internal 
communication efforts leading to 
greater publication of technology 
transfer initiatives within the Air 
Force.  The AFRL online newsletter provides quar-
terly news and feature articles to the internal Air Force 
audience and American public via the public web 
site.  Included in these articles are AFRL technology 
transfer success stories reaching  an unlimited public.  
The external communication efforts include promot-
ing technology transfer opportunities and successes to 
the local, national and international news media via 
news releases, interviews, news and feature stories and 
more.  Media interaction provides greater opportuni-
ties for publication as stories reach national audiences 
within hours of publication or air time and get high-
lighted by other media teams world-wide for in-depth 
features on the technology applications.
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Laboratory shrinks size
and cost of spacecraft
KIRTLAND AFB, N.M. — Two experi-
mental Air Force Research Laboratory
payloads launched on November 14, 2000
aboard the British Defense Evaluation and
Research Agency’s Space Technology
Research Vehicle (STRV-1) may lead to
smaller, cheaper spacecraft that can also
detect space-based radiation harmful to
sensitive spacecraft electron-
ics.......................................................2

Technology to create a
seamless environment
ROME, N.Y. — Air Force Research
Laboratory collaborative computer
technology, intended to assist users to
work together in a “seamless environment”
from geographically separated locations,
has been made available as a commercial
product......................................................3

Air Force Research Lab
honors top achievers
WRIGHT-PATTERSON AFB, Ohio —
Air Force Research Laboratory took a
huge step towards honoring its New Year’s
resolutions during a ceremony at the
Wright -Patterson AFB Officers’ Club
January 10................................................3

news@afrl
The official voice of the Air Force Research Laboratory

In This Issue:

• TD Spotlight
Information Directorate:  Dedicated to meeting challenges of the
information age..........................................................................7

Additional information is

available online including:

• Breaking News Features

• Corporate Calendar

• Contact Information

AFRL/DAGSI hold Annual Symposium
by Jill Bohn, AFRL Public Affairs

(See Symposium/P.4)

SIGNS OF PROGRESS — Air Force Institute of Technology student Captain
Anttonen (left) shows highlights of team research to Dayton Area Graduate
Studies Institute Director Frank Moore during the annual symposium Feb. 16.
Anttonen’s team, led by Dr. Ramana V. Grandhi of Wright State University
received a research award by DAGSI and the Air Force Research Laboratory
in 1999 for a project entitled Computational Nonlinear Aerolasticity for
Multidisciplinary Analysis and Design.

WRIGHT-PATTERSON AFB, Ohio — Re-
search teams for 21 winning projects re-
ceived  word on partial funding Feb. 16 dur-
ing the Joint Air Force Research Laboratory
(AFRL)/Dayton Area Graduate Studies In-
stitute (DAGSI) Research Program’s 2nd

Annual Symposium.
The winning projects were selected from

a field of more than 100 preproposals by the
Program Selection Panel, whose members
represent the AFRL, Ohio industry, and Ohio
Board of Regents.

The one-day event staged at Air Force In-

stitute of Technology (AFIT) headquarters,
included a review of  progress on the previ-
ously funded research projects and a poster
board display summarizing those reviews by
award winners from AFIT, Ohio State Uni-
versity, University of Cincinnati, University
of Dayton and Wright State University.

 “Over its three year existence, the pro-
gram has involved over 450 Ohio faculty
and students, and over 160 AFRL scientists
and engineers, working on over 48 projects
valued at approximately $39 million,”

WRIGHT-PATTERSON AFB, Ohio —
Headquarter winners from Oct. 1 through
Dec. 31,2000............................................6

AFRL Quarterly Awards

CIO Tips
OPSEC:  Illusion or

fact...Minimizing the risk..........6
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Laws
Bayh-Dole Act of 1980
Gave nonprofit organizations,
universities and small businesses right to
retain patents for technology developed
using government funding
Stevenson-Wydler Technology
Innovation Act of 1980
Established technology transfer as a
mission of the federal government
Federal Technology Transfer Act of
1986
• Allowed labs to enter into Cooperative

Research and Development
Agreements (CRADAs) and negotiate
licensing agreements

• Provided for royalty sharing
• Provided for the exchange of personnel,

services and equipment
American Technology Preeminence
Act of 1991
• Authorized Partnership Intermediaries
• Authorized Education Partnership

Agreements (EPAs)
Technology Transfer and
Improvement Act of 1995
Provided CRADA partner an option for
an exclusive license

Mechanisms/Tools
Cooperative Research and
Development Agreement (CRADA)
links a federal laboratory to a non-
federal partner

Patent License Agreement (PLA)
licenses the use of federally owned
intellectual property

Education Partnership Agreement
(EPA) links academic institutions with
federal laboratories

Cooperative Agreement (CA) allows
cost sharing between a federal
laboratory and a non-federal partner

Commercial Test Agreement (CTA)
allow non-federal use of federal test
facilities

Partnership Intermediary (PI) is an
agency of state/local government that
assists small business firms in utilizing
federal laboratory technology

Definition
The intentional communication (sharing) of
knowledge, expertise, facilities, equipment,
and other resources, for application to
military and non-military systems.

Benefit to the Air Force
Opportunity to provide expertise
Opportunity to receive:
• Royalties
• In-kind services
• Share cost of research between the AF

and industry
• Spin-on technologies

Benefit to the Partner
Use streamlined R&D collaborative
procedures
Opportunity to commercialize results of
Government R&D
Collaboration allows resource
leveraging
Access to federal expertise and facilities

NATIONAL BENEFITS

Improved economic competitiveness
Better quality of life

Technology superiority
Economic growth

"The first essential of air power
is pre-eminence in research"
General H. H. Arnold, 1944

A i r F o r c e T e c h n o lo g y T r a n s f e r P r o g r a m

BBrriiddggeess Digital
Mammography

F-22

AAuuttoommoottiivvee
CCoooollaanntt

TTrraannssffeerrrriinngg TTeecchhnnoollooggiieess TThhaatt
SSuuppppoorrtt TThhee WWaarrffiigghhtteerr
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